Exploring the Impact of Service Marketing to Increase Investment in Financial Market of Iran (With Reference to Tehran Stock Exchange)  by Alipour, Mehrdad
 Procedia - Social and Behavioral Sciences  62 ( 2012 )  1169 – 1173 
1877-0428 © 2012 Published by Elsevier Ltd. Selection and/or peer review under responsibility of Prof. Dr. Hüseyin Arasli 
doi: 10.1016/j.sbspro.2012.09.200 
 
 
WC-BEM 2012 
Exploring the Impact of Service Marketing to Increase Investment 
in Financial Market of Iran 
(With Reference to Tehran Stock Exchange) 
 
 
Mehrdad Alipour* 
*Management Department, Zanjan Branch, Islamic Azad University, Zanjan, Iran 
 
Abstract 
Since the 1970s, marketing of services has grown into a major sub- discipline of marketing. It is constantly being claimed that the 
service sector is now a dominant economic activity in developed countries while the two traditional goods sectors, which 
comprise of manufacturing and agriculture, are now on the decline. This article, however, refutes the claim. In today's 
competitive world, having expertise, knowledge and marketing experience for financial market activities, especially brokerage 
firms has proven inevitable. This should be accompanied by performing marketing operations along with intermediary roles and 
carrying on the daily transactions of shares in the Tehran stock exchange market. The current study attempts to investigate the 
level of marketing knowledge used in the stock exchange market, to identify the reasons behind deficient use of the marketing 
knowledge by the financial institutions (financial intermediaries , brokerage firms and etc) and finally to improve the investment 
in Tehran stock exchange market. The method used is survey-based and the statistical population has been drawn from among the 
financial institutions active in Tehran stock exchange and the regional branches of the country. The results obtained from the 
research display that, during the period reviewed, the active marketing system in the brokerage firms was the traditional system 
without attending to the modern criteria of financial service marketing in the areas relating to communication and determination 
of the shares prices, services of conduct transactions of the financial analyses and encouraging the big companies to enter the 
Tehran Stock Exchange., 
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1.Introduction 
and that the agricultural sector in many countries is vanishing (Communications of the ACM 2006).Services 
marketing  and marketing in general  is in turbulent flux. This claim constitutes the vantage point for this article, 
which embraces a vast array of marketing related issues. It is a synthesis of research, practical experience as 
marketer and consumer, and personal ideas. Since the capital market plays an essential role in reaching sustainable 
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development in every country, the stronger the capital market is, the more capital goes to the basic economic 
activities in the community. This, in turn, leads to decrease in the rate of inflation and the difficulties in financing 
the companies and causes increase in the employment opportunities and the growth rate of the gross domestic 
product. Several authors have argued for a multidisciplinary approach to research into services (e.g. Brown et al., 
1991; Fisk et al., 1993; Swartz et al., 1992). Most advances in this respect have been made at the interface between 
the fields of marketing and organizational behavior (cf. Bowen and Schneider, 1988). In this paper we will focus on 
the interface between marketing and finance. We will deal with financial services from the marketing perspective 
and finance perspective. Few investigations have been conducted on stock exchange of financial markets in the 
world, and not enough interaction has been observed between the marketing and finance, while the date gathered 
from the financial market could be used in assessing the marketing and their effect on the variables of the financial 
marketing. The study by Srinivasan Etal (2009), Joshi and Hanssens (2009) showed that the information of 
marketing is not much different from that of the theories and methods in the financial market, and it is yet to be done 
profoundly. In this direction,  Moorman, c. and Rust, R. (1999) believed that there is always the question of how a 
projects, strategic studies and researches as well as marketing. Also, Thompson, A. Jr and Strickland, A. (1983), 
stated that the functional structure could offer the best sources for the capabilities of the experts and outstanding 
persons in organization. Gronroos, c. (1990), reports that in the service sections, merely marketing includes 
advertisement, public relation, and pricing. Moreover, Shefrin, H. and M. Statman, (1995) believed that in the last 
decade, a considerable number of studies are directed to differentiate the factors causing success and failure in the 
new services. Technologies of marketing instrument  in the construction of the consumer of financial services 
should therefore be understood as the development of such governmental strategies aimed to affect government at a 
distance, Miller and Rose (l999). The stock exchange market is fully attached to the Government and there is no 
rival in this field. So this market is monopolized by Government. Marketing is one of the sciences that have usage in 
all the communities. The main objective of the traditional marketing is to identify the target market. This science has 
entered to the new fields such as the service and financial marketing as the communities have advanced. This 
research focused on financial marketing, trying to clarify the concept of the financial marketing in Iran. Among 
comprehensive services textbooks, which also represent somewhat different schools of thought, are Palmer (2004), 
innovation, engineering and production of services is increasingly crucial and dynamic. It is, therefore, imperative 
that marketing scholars be acquainted with the basics of service operations management and development; see 
books by Johnston and Clark (2005) and Edvardsson et al. (2006). The brief history of service management and 
marketing is described in Berry and Parasuraman (1993), Fisk, Brown and Bitner (1993), Fisk, Grove and John 
(2000), and with a Nordic School angle Gronroos (2007b); these books also provide plenty of 3 references. Services 
in the longer perspective of economic thought are treated by Delaunay and Gadrey (1992). 
2.Review of Literature: 
Prior to 1980, studies relating to marketing, main focus was on implementation of the marketing paradigm.4P have 
been offered by Mc Carthy (1964) as marketing mix and introduced to the scientific centers. He believes 4 main 
factors are influential in the marketing of products. All the, as he holds, are carried out within the frame of four main 
factors suggested. However, according to Bennett, A.R (2000) the 
activities indifferent business into account. The service marketing mix is a set of controllable and predictable tools 
used by an organization to draw desirable responses from its different target market. The tools can be everything 
that the brokerages makes use to affect the demand for the service that it offers. Service marketing, due to the 
added sets and process (Rafig, 1995). Product is 
defined as something which is sold (Jonathan Ivy, 2008). And it cannot simply be assumed as tangible features, but 
as complex mass of benefits meeting the needs of customers. Regarding brokerage firms what is to be sold is 
considerably debatable. Some hold that the shares offered by brokerage to attract the investors and large enterprises 
are the raw materials and the kinds of shares put forward are ultimate procedures for element of products. The price 
factor of the service marketing mix is characterized by being charged for the brokerage firms as a commission and 
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the total price of each share made by the stock exchange market. This factor not only affects the revenues the stock 
exchange market (brokerages) derives from its purchase, but also effects investors and financial market activators as 
well. Place include, distribution in both channel and physical models that the brokerages adjusted to provide 
profitable shares of large enterprises to its market for responsiveness to the financial market activators. Promotion 
incorporated the whole tools that brokerage firms make use in providing the market with information and service 
offering: advertising, publicity, public relation and sales promotional endeavors. The people element of the service 
marketing mix consist all the personnel of the brokerage firms that interact with prospective financial market 
activators and in fact once they are purchased as customers of stock exchange market. Physical evidence is the 
tangible assets and component of the service offering. A variety of tangible aspects will be evaluated by brokerage 
firms target marketed, ranging from the shares material to the appearance of the place and advising facilities at the 
brokerage firms. While process is the administrative and bureaucratic functions of the brokerage firms and formally 
of entry to Tehran Stock Exchange, evaluating the marketing knowledge will plays key role at the both brokerage 
firms and stock exchange organization. McCarthy and Perrault, (1984); Boone and Kurtz, (2002) are discussed with 
focusing assumption that the CME is able to control or at least strongly influence organization decisions about 
products, price, promotion, and place of sale .Greyser (1997) discussed that, as long as the formal function of 
marketing may well decline, the emergence and importance of the marketing knowledge within the company on the 
whole will increase. Achrol (1997) and Moorman and Rust (1999) also address to anecdotal evidence to indicate that 
disintegration of the formal marketing function is occurring with activities being outsourced. The research 
conducted on financial institution in Iran displays that financial institutions play key role in economic development 
of capital market (Alipour. 2011, pp 49-58). Terrill, C. (1992) pointed out that the new services performance is 
essentially the task which bring about two components, the first is to be efficient to develop a strength point to 
respond to the needs of customers and, the second is to consider the present conditions of the capital market for 
offering the shares in developmental process. 
 
3.Research Hypotheses 
1  The package of financial service offered by brokerage is not appropriate to attract and encourage the big and 
profitable enterprises in Tehran Stock Exchange! 
2  The share pricing methods made by Tehran stock exchange are not responsive to finance the funds needed by the 
LSEs in Tehran Stock Exchange! 
3  The number of the distribution channels of financial market is not appropriate to attract the big and profitable 
LSEs in Tehran Stock Exchange! 
4  There is not promotional tool to attract the big and profitable LSEs in Tehran Stock Exchange! 
5  The personnel of the brokerage firms do not have updated marketing knowledge to encourage the big and 
profitable enterprises in Tehran Stock Exchange! 
6  There are not suitable physical facilities in brokerage firms which could attract big and profitable LSEs in 
Tehran Stock Exchange! 
7  The marketing criteria are neglected in evaluation of the management performance of brokerage firms by stock 
exchange organization! 
8  All seven hypotheses do not have equal importance and value according to the view points of the research 
universe! 
 
4.Objectives and Research methodology 
This research has two main goals as follows: 
First is to recognize the existence of marketing organizations amongst brokerage in the Tehran Stock Exchange. 
Secondly to identify and examine the marketing knowledge and skill, within brokerage firms by service marketing 
mix, in Tehran Stock Exchange. A cross  sectional study (survey) was selected as the appropriate research method, 
to achieve the research objectives. A comprehensively structured questionnaire was developed and the 5 point Likert 
scale was employed to measure the attitudes towards 7 different service marketing tools which represent all the main 
elements of the service marketing mix. The sampling was implemented at two levels of central office placed in stock 
exchange market and representative offices in regional stock exchange at the provinces (Tabriz, Zanjan, Rasht, and 
Qazvin). 
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5. Data Analysis 
In this section, the research hypotheses are tested by using t student statistics to investigate the relationship between 
two kinds of variables in the research; the Freedman test has been used to prioritize and determine the importance of 
each factor over the others.  
 
Table No.1: Result of T test 
Hypothesis n  S t d.f P-value Result 
H1      0.000 Reject  
H2      Reject 
H3      Accept 
H4       Accept 
H5       Accept 
H6       Reject 
H7       Accept 
 
Table No.2: Freedman test (x2) 
P - value d.f X2 N 
0,000 6 75.905 70 
 
As shown in the Table 2, regarding the amount of p-value = 0, it is concluded that null hypothesis is rejected at the 
significance level of 5%. The assumption of research regarding the non-similarity of the hypotheses in ranking is 
confirmed. 
The chi  square statistics (75.9.5) > critical value (13.59), thus the research assumption is accepted. 
Prioritization of hypotheses in importance, based on Freedman Test is shown in Table 3 which is as follows: 
Table No.3: Freedman test Results 
              Results 
Hypotheses  
Means Means Rank Prioritization 
H1:product 3.13 5.24 Physical facilities (H6) 
H2:Price 3.79 5.01 Process (H7) 
H3:place 2.79 4.30 Promotion (H4) 
H4:promotion 4.30 3.79 Price (H2) 
H5:personnel 3.74 3.74 People (H5) 
H6:physical facility 5.24 3.13 Product (H1) 
H7:process 5.01 2.79 Place (H3) 
 
 
6.Regression analysis 
Regression analysis is closely related with correlation coefficient and generally is used in the studies simultaneously, 
and allows the researcher to forecast dependent variable through independent variable, the stronger the correlation 
between variables, the more accurate the forecast. Their difference is that regression tends to forecast, while the 
correlation coefficient only tailor the rate of the correlation between two types of variables. But in data analysis, 
they have been used as the complementary of each other. 
In this part, we try to investigate the relation between seven independent variables (including product, price, 
distribution, promotion, personnel, physical facilities, and process) and dependent variable  improvement of the 
financial markets. 
Table No.4: rates of the model coefficients 
 Un standardized coefficients Standardized coefficients T  statistics Sig 
 B Std. Error Beta 
(constant) 0.144 0.236  0.610 0.044 
Promotion 0.263 0.056 0.303 4.700 0.000 
Personnel 0.201 0.029 0.375 6.914 0.000 
Physical facilities 0.188 0.032 0.289 5.870 0.000 
Price 0.126 0.052 0.135 2.428 0.018 
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Place 0.162 0.053 0.185 3.029 0.003 
Process 0.097 0.029 0.141 2.479 0.16 
product 0.054 0.024 -0.115 -2.266 0.027 
The presence of all the coefficients in the average is significant, thus the chosen regression sample is as follows: 
Y = 0.144 + 0.263  + 0.201  + 0.188  + 0.126 +0.162  + 0. 097   0.054  
That they are: 
: Promotion   : personnel   : physical facilities   : price       : distribution    : process          : product 
Also the rate of change for independent variable in terms of one change unit in each of the independent variable can 
be calculated, regarding the standardized coefficients column. 
 
8.Conclusion 
In alignment with the service-dominant logic the term financial service marketing has to be used synonymous with 
value added for Tehran stock exchange. In line with financial channels and intermediaries, other facilitators such as, 
investing banks, ranking institutions, and formal markets of the stock exchange are needed for flourishing the 
financial market. Marketing indicators have to be side by side with financial indicators for evaluating the process of 
financial institution, specially, brokerage firms. Marketing is the revenue-generating function of a firm. It is easily 
forgotten by practicing marketers and marketing theorists that the ultimate test of success is a profile level that 
allows a firm to prosper in the long run. Therefore marketing needs to focus not only on revenue but also on cost 
and capital. In this process, quality, or value as perceived by the L.S.Es, productivity and profitability become 
triplets (Gummesson.E, 2007). Each brokerage firm has to follow the specific field of industry available in stock 
exchange. So specialization in this market has to exist for trusty sheep of big and profitable enterprises to enter to 
this market. To establish the new department or company to implement each and every marketing activity in case of 
financial, or to outsource the marketing activities to the one recognized and professional marketing company. 
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